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The application of e-commerce technology in the travel reservation industry is 
increasingly becoming further and further, a large number of online travel reservation 
websites are emerging on the market. However, the proportion of online travel 
reservation in the travel reservation industry is still relatively small at present, and is 
at the initial stage, there is still much development space for future online travel 
reservation. The business models of travel reservation websites is very simplistic and 
easy to duplicate. As the growing of the number of travel reservation websites, the 
competition within the industry will become more and more intense. Improving 
service quality, realizing the differentiation operations, and improving customer value, 
in order to win customer satisfaction and loyalty will be the key to achieve 
competitive advantages for travel reservation sites. Therefore, this paper, with the 
subject of reservation website investigated, based on customer value theory, studies 
the customer loyalty influential factors model of travel reservation sites. 
This paper studies the relationships between customer value theory, customer 
satisfaction theory, trust theory of e-commerce and e-loyalty, so as to establish the 
model of the influential factors on customer loyalty for travel reservation websites. It 
sets a questionnaire, collects data and improves the model for empirical study.  
The results show that the influence of different variables of the three dimensions 
of customer value on the travel booking websites on customer loyalty are not the same, 
and the three degree of customer value stimulates the forming of customer loyalty 
through positive impact on customer satisfaction and customer trust. 
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第 1 章 绪论 
1 
 




CNNIC（中国互联网络中心）的调查[1]，截至 2009 年 12 月，旅行预订的使用率
为 7.9%，用户规模 3024 万人，年增长 77.9%。旅行预订网站可以为人们查询、
预订旅行服务产品节省大量的时间和精力。根据艾瑞咨询的统计数据[2]，2009




根据 eMarketer 发布的美国网上旅行预订市场数据[3]，2009 年美国网上个人
休闲旅行及非集中管理的商务旅行市场交易规模达 1161 亿美元，较 2008 年增长
10.5%。根据 eMarketer 发布的欧洲个人在线旅行预订市场数据[4]，2009 年欧洲











































































业的部分网站进行分类，如表 1-1 所示。 
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